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Cruise -
An optimistic signal for the travel industry, booking intentions for international flights

continue on a slight uptrend since early 2021. Leisure travel’s comeback is particularly
strong in countries such as the United States, among others, where booking intentions
across travel products have surged this year—particularly for hotels. Still, in many

countries, pandemic-related factors are still weighing heavily on destination decisions.

P : Global State of the Consumer Tacker (Deloitte)
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An optimistic signal for the travel industry, booking intentions for international flights

continue on a slight uptrend since early 2021. Leisure travel’s comeback is particularly
strong in countries such as the United States, among others, where booking intentions
across travel products have surged this year—particularly for hotels. Still, in many

countries, pandemic-related factors are still weighing heavily on destination decisions.
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5. Brazil’s Agenda 2022 Survey

BRAZIL'S AGENDA 2022 | Macro view

Expectation for Brazilian GDP in 2022

17% 42% 31%

Fall Stability Growth

Below -0.5% -0.5% to 0.5% change 0.5% to 2% change

HiF : Brazil's Agenda 2022 Survey (Deloitte)
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Strong
growth
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5. Brazil’s Agenda 2022 Survey

BRAZIL'S AGENDA 2022 | Macro view

Top concerns for the business environment

©63:x @©65% €61«

Evolution of the Political instabilities  Inflation above 5%
electoral process

47+« @43+ @40«

Covid-19's new wave Devaluation of the Tax risks
real

tiFfr : Brazil's Agenda 2022 Survey (Deloitte)
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Water/energy crisis
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5. Brazil’s Agenda 2022 Survey

Priority investments

Employees training and capacitation

Launch of new products or services

Expand research and development

Partnerships with startups

PR : Brazil's Agenda 2022 Survey (Deloitte)
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5. Brazil’s Agenda 2022 Survey

BRAZIL'S AGENDA 2022 | Tech, research and development

O out of 10 @
companies will increase or 7 8%

maintain investments in

technological qualification They will direct these
trainings to various

areas of the company

tiFfr : Brazil's Agenda 2022 Survey (Deloitte)
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5. Brazil’s Agenda 2022 Survey

Business expansion

Machinery and equipment
New points of sale

@ Expansion of current production units

PR : Brazil's Agenda 2022 Survey (Deloitte)
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5. Brazil’s Agenda 2022 Survey

BRAZIL’'S AGENDA 2022 | Insights

1

_AWN

Most companies should maintain or increase investments in
technology and training professionals as a way to respond to digital
transformation and ensure the sustainability of the business

Investments in technological and professional training reflect a gap
in education, the main social demand from business to the public
sector

Most part believes that in 2022 economic activity in the country will
have stable or weak performance

Evolution of the electoral process is the biggest concern for the
business environment throughout the year

tiFfr : Brazil's Agenda 2022 Survey (Deloitte)
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Fusdes e Aquisicoes 2021 — 3° trimestre - KPMG Brasil (home.kpmaQq)

Global consumer and retail M&A outlook 2022 - KPMG Global
(home.kpmaQ)

Global State of the Consumer Tracker | Deloitte Brazil

Estudo da EY-Parthenon revela que 38% dos brasileiros pretendem
gastar menos neste final de ano

LW/ —IIZHLED EHET HHEHICE D TRMELLY
FEIZA S | EY Japan
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https://home.kpmg/br/pt/home/insights/2022/01/fusoes-aquisicoes-registraram-recorde-terceiro-trimestre-2021.html
https://home.kpmg/xx/en/home/insights/2022/01/global-consumer-and-retail-m-and-a-outlook-2022.html
https://www2.deloitte.com/br/en/pages/consumer-business/articles/global-state-consumer-tracker.html
https://www.ey.com/pt_br/news/2021-press-releases/12/estudo-da-ey-parthenon-revela-que-brasileiros-pretendem-gastar-m
https://www.ey.com/ja_jp/consumer-products-retail/as-consumers-move-on-stay-close

